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Hold the rice bowl close to your mouth while eating. Do not be offended if a Chinese person makes slurp-
ing or belching sounds; it merely indicates that they are enjoying their food. Mixing other food with rice 
is usually not done. If you do not want anything more to drink, do not finish what is in your glass. If you 
leave a small amount of rice in your bowl, you will be given more. In European countries table manners 
are such the fork is held in the left hand and the knife in the right while eating. If you have not finished 
eating, cross your knife and fork on your plate with the fork over the knife. Indicate you have finished 
eating by laying your knife and fork parallel across the right side of your plate. If invited to a meal at a 
restaurant, the person extending the invitation usually pays. Do not argue about the check; simply recip-
rocate at a later time. In Islamic countries food is generally served at a knee–high round table. A washing 
basin will be brought to the table before the meal is served. Hold your hands over the basin while water is 
poured over them. Dry your hands on the towel provided. Do not begin eating until the host blesses the 
food or begins to eat. Food is served from a communal bowl. Scoop the food with a piece of bread or the 
thumb and first two fingers of the right hand. Eat and drink only with the right hand. Do not wipe your 
hands on your napkin. The washing basin will be brought around the table again at the end of the meal. 
Expect to be urged to take more food off the communal plate [3]. 
The way you dress communicates to the people around you. It tells them what you think about your-
self, whether you feel attractive, how much you respect your body and probably what kind of person you 
are [5]. In business men should wear conservative, dark colored business suits. Women should wear suits 
or conservative dresses. Do not wear ostentatious jewellery or accessories in Germany. The French and 
Brazilian’s on the contrary like the finer things in life, so wear good quality accessories. In Islamic coun-
tries women must be careful to cover themselves appropriately. Skirts and dresses should cover the knee 
and sleeves should cover most of the arm. In China women should wear conservative business suits or 
dresses with a high neckline, flat shoes or shoes with very low heels. Bright colors should be avoided [3]. 
So, having compared the business etiquette in different countries we can make the conclusion that it is 
very important to know the cultural characteristics of the country in which you are doing business or go-
ing to rest. Otherwise it may be difficult to communicate and misunderstandings can occur. It is also im-
portant to know the etiquette of the country if you wish to distinguish yourself as someone worthy of re-
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Social Networking Services (SNS) are changing the ways in which people use the Internet. Young 
people are particularly quick to use the new technology. Social networking services are also developing 
rapidly as technology changes with new mobile dimensions and features. Children and young people, 
who have grown up taking the Internet and mobile technologies for granted, make up a significant seg-
ment of ―the beta generation‖, – the first to use positive opportunities and benefits of new services, but 
also the first to understand the risk. 
A social networking service is an online service, platform, or site that focuses on building and reflect-
ing social networks or social relations among people, who, for example, share interests and activities. So-






facilitate communication, collaboration, and content sharing across networks of contacts. A social net-
work service consists of a representation of each user, his/her social links, and a variety of additional ser-
vices. Most social network services are web–based and provide means for users to interact over the Inter-
net, such as e–mail and instant messaging. Online community services are sometimes considered as a so-
cial network service, though in a broader sense, social network service usually means an individual–
centered service whereas online community services are group–centered [1]. Social networking sites al-
low users to share ideas, activities, events, and interests within their individual networks.  
The main types of social networking services are profile–based SNS, content–based SNS, multi–user 
virtual environments, mobile SNS, micro–blogging services or presence updates and social searches. 
Profile–based services are primarily organized around members‘ profile pages – pages which primari-
ly consist of information about an individual member – including their picture, interests, likes and dis-
likes. Bebo, Facebook and MySpace, are all good examples of this. Users develop their space in various 
ways, and can often contribute to each other‘s spaces – typically leaving text, embedded content or links 
to external content through message walls, comment or evaluation tools. Users often include third–party 
content (in the form of ―widgets‖) in order to enhance their profiles, or as a way of including information 
from other web services and social networking services [2]. 
In content–based services, the user‘s profile remains an important way of organizing connections but 
plays a secondary role to the posting of content. Photo–sharing site Flickr is an example of this type of 
service, one where groups and comments are based around pictures. Other examples of content–based 
communities include YouTube.com for video–sharing and last.fm, where the content is arranged by soft-
ware that monitors and represents the music that users listen to.  
Many social network sites, for example MySpace and Twitter, offer mobile phone versions of their 
services, allowing members to interact with their friends via their phones. 
Micro–blogging services such as Twitter and Jaiku allow you to publish short messages publicly or 
within contact groups. They are designed to work as mobile services, but are popularly used and read on 
the Web as well. Many services offer ―status updates‖ – short messages that can be updated to let people 
know what mood you are in or what you are doing. These can be checked within the site, read as text 
messages on phones, or exported to be read or displayed elsewhere. They engage users in constantly up-
dated conversation and contact with their online networks [2]. 
By the number of users the leaders are Facebook (750 million), MySpace (255 million), Twitter (200 
million), VK (159 million), Windows Live Spaces (120 million) [1]. 
The advantages of such services are the following: 
 Low costs. It's cheaper to use online social networking for both personal and business use be-
cause most of it is usually free. While personal use is rather simple for anyone, the business functions are 
underestimated by many.  
 Credibility. You definitely can gain the customers' confidence if you can connect to them on 
both a personal and professional level.  
 Connections. You are friends with people who have other friends, and so on. There is potential 
in such a common situation. By using a social networking site, you can do what you can and get connect-
ed with these people to form a web of connections [3]. 
But for sure social networking sites have a negative influence on children, teenagers and adults, in-
crease the ease and prominence of cyber bullying, increase personal insecurities and feed addictions and 
weaken strong personal ties. Social networks create distraction and decrease productivity and profits 
within the workplace and can also jeopardize a company‘s reputation. Social networks also increase the 
ease of identity theft and bring to light other privacy issues as well as lead to an overall decrease in our 
face to face social skills and confidence.  
Another topical problem is revolutions via social networking sites. If to take the Arab countries where 
media is fully controlled by the government, people who have the same interests can communicate easier 
than ever via social networking sites.  One can say that the success of the Egypt Revolution in 2011 was 
due to the social networks such as Facebook and Twitter. Facebook is the start of this revolution. The pro-
testers could easily plan and organize everything they needed via Facebook. Twitter played the role of the 
intensifier in this revolution.  Twitter can spread news in Facebook by placing Facebook link in the tweet. 
In every re–tweet people in your network will see the message; this process is re run many times and 
reaches even more people as the virus that can inflect one another [4]. It shows that social networking 
sites in the hands of dangerous for the society people can cause more harm than good. 
To conclude, social networking has become one of the main communication tools we use in the world. 
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Die Werbung ist eine Form der Kommunikation. Sie muss objektiv über ein bestimmtes Angebot am 
Markt informieren, etwa über die technische Beschaffenheit, den Verwendungszweck und den Preis. 
Unter wirtschaftlicher Werbung versteht man planmäßige Beeinflussung der Verbraucher bezi-
ehungsweise der gegenwärtigen und der zukünftiger Käufer. 
Ziel aller Werbung ist es: 
– Neugierde zu wecken, 
–über Waren und Dienstleistungen zu informieren, 
–Bedürfnisse  beim Verbraucher zu wecken, 
–Kaufwünsche hervorzurufen. 
Die Kunden werden intensiv mit verschiedenen Werbemitteln angesprochen. Das geschieht durch In-
serate in Zeitungen, durch Plakate, Werbebriefe, durch Werbesports im Rundfunk und Fernsehen. Wer-
bung ist aus der Sicht der Anbieter ein Mittel, den Absatz von Waren und Dienstleistungen zu fördern. 
Die Werbung wird nur dann Erfolg haben, wenn sie richtig geplant ist [1, S.85]. 
Die Aufgabe der Werbung ist die Vermittlung den Kunden in erster Linie von Informationen über Un-
ternehmen und ihr Angebot. Eine weitere Aufgabe der Werbung ist es, bei den Kunden eine positive Ein-
stellung und Vertrauen aufzubauen und zu verstärken, die Kunden für ihre Produkte zu begeistern und 
damit auch emotional zu beeinflussen. 
Die Werbung setzt Massenmedien wie Radio, Fernsehen, Zeitungen und Zeitschriften ein. Sie ist 
demnach nicht nur reine unmittelbare persönliche Kommunikation von Person zu Person, sondern eine 
unpersönliche, einseitige Kommunikation. 
Was Werbung will, ist deutlich. Sie will die Meinungen, Einstellungen und Verhaltensweisen der 
Konsumenten bzw. Kunden im Sinne des Werbung treibenden Unternehmens beeinflussen. 
Gegen die Werbung wird häufig der Vorwurf erhoben, sie manipuliere die Menschen und sei unmor-
alisch. Sie verführe beispielsweise die Konsumenten dazu, zu trinken, zu rauchen, mit dem Auto viel zu 
schnell zu fahren und dergleichen. Der vom Staat gesetzte Rahmen des Werberechts (20 spezielle Gesetze 
und Verordnungen in Deutschland) [2, S. 13] und die Rechtssprechung hierzu sollen dafür sorgen, dass 
die Werbung nicht unwahr oder irreführend ist. 
Der Deutsche Werberat, dem als Mitglieder die Werbung treibende Wirtschaft, die werbedurchfüh-
rende Wirtschaft (z.B. Verlag, die Werbeagenturen und die Werbeberufe) angehören, soll dafür sorgen, 
dass die Unternehmen bei der Werbung Selbstdisziplin üben. 
Die Werbung hat nicht nur Bedeutung für den Markterfolg der Unternehmen, sondern stellt darüber 
hinaus einen wichtigen Zweig innerhalb der Volkswirtschaft dar. In Gesamtdeutschland wird auch für die 
Zukunft mit einem weiteren Wachstum der Werbeinvestitionen gerechnet. Vor allem die Wiederver-
einigung verleiht der Werbung in Deutschland Wachsimpulse [3, S. 150].  
Die Werbung setzt Massenmedien wie Radio, Fernsehen, Zeitungen und Zeitschriften ein. Sie ist 
demnach nicht nur reine unmittelbare persönliche Kommunikation von Person zu Person, sondern eine 
unpersönliche, einseitige Kommunikation. 
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